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リ チ ュ ア ル 及 び 社 会 的 幸 福 が 完 備 さ れ た 動 的 状 態（a dynamic state of complete 








































































の」を自粛する動きを見せるが（石井, 2008；小城, 2010；小城ら, 2007b；島薗ら, 
2008）、2000年になってこれらの番組は新たな形で復活する。ひとつは、「奇跡体験！アン
ビリーバボー」（1997年～／フジ系）、「USO!?ジャパン」（2001 ～ 2003年／ TBS系）など、
霊的現象・不思議現象に対する態度を曖昧にしてエンタテイメント性を強調する番組が登場

































































































































































































































































































16気分転換（リフレッシュ／気持ちのリセット）のため （  8.6%）
12観光・レジャーの一環として （  6.5%）
12気休めとして （  6.5%）
9周りで話題・評判になっているから （  4.8%）
8メディアで話題になっているから （  4.3%）
7非日常体験・刺激が欲しいから （  3.8%）
6神聖感（生の実感／自然との一体感）を求めるため （  3.2%）
5行くこと自体が楽しいから （  2.7%）
5別の用件のついでに （  2.7%）
4別のこと（温泉／占い／食事）も楽しめるから （  2.2%）
4自分の時間・場所（自己反省の時間・空間）を持ちたいから （  2.2%）
2現実逃避として （  1.1%）
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A Study of the “Powerspots”: 
An Examination of the Social Background and a Preliminary Survey.
KOTERA Atsushi
The “Powerspots”, known as the sacred places to heal or activate visitors, has 
come into fashion in recent years. The aim of this paper is to define what the 
“Powerspots” are based on sociological approach.
In the view of sociology of religion, the “Powerspots” are located as a 
popularized form of modern spirituality. Especially Ehara’s TV program, a Japanese 
TV program in which he counseled guests spiritually, had decisive impact to make 
spirituality popular. Even though affirmative handlings of paranormal phenomenon in 
mass media have long history in Japan, after Ehara’s fad people have accepted a word 
of spirituality and collaborated to expand it. Publications entitled “Powerspots” have 
increased from then. Popularized spirituality has transformed as materialism and 
created spiritual markets.
Sociological studies have explained the appearance of spirituality in post-
modern society and proliferation of popularized spirituality in Japan, but only a few 
empirical studies has been done on the receptiveness. In the present study a 
preliminary survey was conducted on the “Powerspots” for future research. Open-
ended questionnaire results have revealed that (1) while they have knowledge of 
collecting information about “Powerspots” from the media as well as from other 
people, the “Powerspots” have been discovered or re-innovated by themselves; (2) 
although the aims of visit are diverse, in common, they all want to make a distance 
from daily life; and (3) their attitudes to the “Powerspots” is not only determined by 
belief, but evaluation of the fashion or society.
